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Bisnis ritel memiliki potensi yang besar didalam industri sebab manusia 
selalu membutuhkan ritel untuk memenuhi kebutuhan mereka dalam sehari-hari. 
Akan tetapi, semakin banyaknya ritel tentu saja menciptakan permasalahan 
lingkungan yaitu semakin bertambahnya sampah kemasan yang menyebabkan 
degradasi lingkungan. Oleh sebab itu, mulai terciptanya suatu gerakan yaitu zero-
waste living dimana gaya hidup ini bertujuan untuk mengurangi sampah-sampah 
yang dihasilkan sehari-hari seperti salah satunya ialah mengurangi penggunaan 
sampah kemasan seperti plastik dan stirofoam. Dalam mendukung gerakan zero-
waste living, muncul ritel dengan konsep package-free yang memiliki konsep 
dimana produk-produk yang mereka tawarkan tidak menggunakan kemasan-
kemasan yang berbahaya bagi lingkungan dan pelanggan yang datang harus 
membawa wadah dan tas belanja sendiri. Salah satu ritel yang menggunakan konsep 
tersebut ialah Saruga Package-Free Shopping Store. 
Melihat fenomena tersebut, penelitian ini akan membahas mengenai 
pengaruh dari environmental knowledge, environmental lifestyle, green self-
identity, promotion sales, advertisement dan environmental reputation terhadap 
attitude dan behavior seseorang ketika berbelanja di ritel yang menerapkan konsep 
kemasan ramah lingkungan. Metode yang digunakan didalam penelitian ini ialah 
metode deskriptif kuantitatif dengan mengumpulkan data melalui kuesioner yang 
disebarkan kepada 125 responden. Data-data yang telah didapatkan kemudian 
diolah menggunakan SPSS 25 dan LISREL versi 8.8. Hasil penelitian menunjukan 
bahwa variabel environmental lifestyle dan environmental reputation memiliki 
pengaruh yang positif terhadap attitude dan behavior. Sementara variabel lainnya 
yaitu environmental lifestyle, green self-identity, promotion sales dan 
advertisement tidak berpengaruh secara positif terhadap attitude  dan behavior 
toward shopping at retailers practicing sustainable grocery packaging 
Kata Kunci :  environmental knowledge, environmental lifestyle, green self-
identity, promotion sales, advertisement, environmental 





The retail business has  great potential in the industry because people 
always need retail to fulfil their daily needs. However, the increasing number of 
retailers of course creates environmental problems which is the increase in 
packaging waste that causes environmental degradation. Therefore, a movement 
began to be created, namely zero waste living where this lifestyle aims to reduce 
the waste that is generated daily, such as reducing the use of packaging waste such 
as plastic and styrofoam. In supporting the zero-waste living movement, retailers 
have emerged with a packaged-free concept that has a concept where the products 
they offer do not use packaging that is harmful to the environment and customers 
must bring their own containers and shopping bags. One of the retailers that have 
practiced this concept is Saruga Package-Free Shopping Store.  
Seeing this phenomenon, this study will discuss the influence of 
environmental knowledge, environmental lifestyle, green self-identity, promotion 
sales, advertisement, and environmental reputation on someone’s attitude and 
behavior toward shopping at retailers practicing sustainable grocery packaging. 
The method used in this research is a descriptive quantitative method by collecting 
data through questionnaires distributed to 125 respondents. The data that has been 
obtained is then processed using SPSS 25 and LISREL version 8.8. The results 
showed that the environmental lifestyle and environmental reputation variables had 
positively influenced attitude and behavior. While other variables, namely 
environmental lifestyle, green self-identity, promotion sales, and advertisement do 
not positively influenced attitude and behavior toward shopping at retailers 
practicing sustainable grocery packaging 
Keywords :   environmental knowledge, environmental lifestyle, green self-identity, 
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